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 ABSTRAK 
  
Penelitian ini dilakukan untuk menganalisis pengaruh Experiential Marketing dan 
Brand Image terhadap Customer Loyalty melalui Customer Satisfaction pada Suzana Corner 
Surabaya. Perkembangan industri kuliner di Indonesia semakin meningkat setiap tahunnya, 
sehingga industri kuliner dituntut untuk melakukan inovasi guna untuk memperoleh 
konsumen dan memenangkan persaingan yang ada di pasar. Restoran atau rumah makan saat 
ini tidak hanya berfokus pada kualitas produk dan kualitas layanan saja, melainkan juga harus 
berfokus pada hal-hal yang lain seperti image yang positif di benak konsumen dan pemberian 
pengalamanpengalaman positif agar konsumen dapat merasa puas dan menjadi loyal.  
Penelitian ini mengambil 150 responden dengan menggunakan kuesioner dalam 
bentuk google form. Teknik analisis data yang digunakan adalah structural equation 
modeling (SEM) dan menggunakan program LISREL 8.8. Hasil penelitian ini menyatakan 
bahwa Experiential Marketing berpengaruh signifikan positif terhadap Customer Satiscation, 
Brand Image berpengaruh signifikan positif terhadap Customer Satisfaction, Customer 
Satisfaction berpengaruh signifikan positif terhadap Customer Loyalty, Experiential 
Marketing berpengaruh signifikan positif terhadap Customer Loyalty, Brand Image 
berpengaruh tidak signifikan terhadap Customer Loyalty, Experiential Marketing 
berpengaruh signifikan positif terhadap Customer Loyalty melalui Customer Satisfaction, 
Brand Image berpengaruh tidak signifikan terhadap Customer Loyalty melalui Customer 
Satisfaction pada Cocari Surabaya.  
Untuk peneliti selanjutnya yang akan menggunakan judul yang sama, disarankan 
untuk menambahkan variabel-variabel lain.  
  
Kata Kunci: Experiential Marketing, Brand Image, Customer Satisfaction, Customer 
Loyalty    
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 THE IMPACT OF EXPERIENTIAL MARKETING AND BRAND IMAGE 
TOWARD CUSTOMER LOYALTY THROUGH CUSTOMER 
SATISFACTION AT SUZANA CORNER 
SURABAYA 
  
ABSTRACT  
  
This study aimed to analyze the influence of Brand Image and Experiential Marketing 
on Customer Loyalty through Customer Satisfaction at Cocari Surabaya. The development of 
the culinary industry in Indonesia is increasing every year, so the culinary industry is required 
to innovate in order to obtain consumers and to win the competition in the market. Nowadays 
restaurants not only focus on products quality and services quality, but also have to focus on 
other things such as a positive image in the minds of consumers and providing positive 
experiences so that consumers can feel satisfied and be loyal.  
This study took 150 respondents using a questionnaire in the form of a google form. 
The data analysis technique used is structural equation modeling (SEM) and uses the LISREL 
8.8 program. The results of this study stated that Experiential Marketing had a significant 
positive effect on Customer Satiscation, Brand Image had a significant positive effect on 
Customer Satisfaction, Customer Satisfaction had a significant positive effect on Customer 
Loyalty, Experiential Marketing had a significant positive effect on Customer Loyalty, Brand 
Image had no significant effect on Customer Loyalty, Experiential Marketing has a 
significant positive effect on Customer Loyalty through Customer Satisfaction, Brand Image 
has no significant effect on Customer Loyalty through Customer Satisfaction at Cocari 
Surabaya. 
For future researchers who will use the same title, it is recommended to add other 
variables. 
  
Keywords: Experiential Marketing, Brand Image, Customer Satisfaction, Customer Loyalty    
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